The city of Bandung, Indonesia contains thematic parks which use certain themes to highlight the features of the park. They are also used as a branding strategy for the city as a whole. As social networking has become a type of media used by most global populations to share experiences and stories and to influence perceptions, and because online reviews are one way to get potential positive information about the success of a business or service, we analyzed online reviews from the Bandung thematic parks. We identified that thematic parks have an influence on the branding of the city of Bandung. Data collection involved data extraction from Google Maps user reviews. Text mining was used to collect the information attributes needed to determine the public perceptions of thematic parks. Data analysis was used to determine the extent to which a park can be a benchmark for place branding in Bandung. This research found that the influence of the thematic park concept is a good strategy for the city of Bandung. Online reviews show that thematic parks in Bandung are better known than non-thematic parks, and that thematic parks get very good ratings and good opinions from online reviewers. This information is expected to be a reference for developing the concept of thematic parks, especially in the city of Bandung, and it can be used by the government, architects, and urban designers to get a better understanding of the users' perceptions and as a benchmark for similar projects.
Introduction
The benefits and functions of green space for humans can be direct or indirect. In many studies of green spaces, parks and other green areas have been shown to provide benefits by making a city more livable and sustainable [1] . Urban parks provide a multiplicity of benefits to their communities. They create recreation opportunities, preserve open spaces and wildlife habitats, beautify neighborhoods and sections of cities, serve monumental or memorial functions, provide visual diversity, act as landmarks, and even guide traffic flow [2] . Parks are a destination where members of the community choose to spend their free time, because no money is required to enjoy them, and because they are comfortable, open spaces [3] . The existence of a city park [4] is an important part In this research, we used online reviews to determine the perceptions and assessments of thematic parks in Bandung city by visitors. We used user reviews on Google Maps to collect data on visitors' opinions. Opinion mining or text mining was used to analyze and summarize online review texts [26, 27] . Text mining refers to the extraction of information from unstructured data, and it is used in many patent research fields, because it can handle with a large amount of text [28] . The aims of this study were to identify the effectiveness of thematic parks in developing place branding in the city of Bandung and to determine the perceptions of the community about thematic parks through social networks. The perceptions were determined by assessing visitors' online reviews provided by Google Maps. This communication mode is considered to be an effective way to spread information widely and publicly. Besides, this kind of review enables visitors to generate public opinion more freely without any restriction that could lead to psychological bias. Furthermore, the utilization of the star symbol that commonly appears in Google online reviews also allows people to easily provide their perception on the visited park. These user-friendly reviews may influence the number of future visitors. The results could be used by the government, architects, and urban designers to allow the design of better parks based on an understanding of the users' perceptions. This information could also be used as a benchmark for similar projects.
Literature Review

Thematic Parks
Thematic parks [29] are parks created with certain a theme/concept that is used to give the park a unique characteristic. They include certain characters, which allow visitors to interpret a more specific function of the park. The basic characteristics of thematic parks include their function, location, and potential. The added physical attractiveness of thematic parks invites citizens to come and enjoy activities in these public spaces [30] . The thematic concept has been adopted in Bandung, where urban parks have been renovated with thematic designs as a way of revitalizing them. The development of these parks is intended to promote increased interactions with public spaces and to increase the quantity of open green spaces in the city [31] . The theme of a place is developed using unique and distinctive elements; the theme needs to be specific [32] . Thematic parks aim to differentiate themselves from other parks [33] . Successful development of a theme park should further affect visitors' experiences and increase their likelihood of revisiting. According to Ref. [34] , theme park operators should aim to attract visitors by providing an increased number of rides that cater to various demographics, ranging from adventurous rides to those for kids. Ref. [35] mentioned that the selection of the theme is extremely important for the operations of the park. In general, theme parks attempt to create an atmosphere that is linked with another place and time, and they usually emphasize one dominant theme around which architecture, landscape, rides, shows, food services, costumed personnel, and retailing are orchestrated. Attachment to the design and space is closely related to the physical setting of the place. According to Ref. [36] , the type of physical setting that gives meaning to an individual may vary. It can include aspects of the built environment, such as houses, roads, and special buildings, or the natural environment, such as lakes, parks, forests, and mountains. As mentioned by Ref. [37] , the landscape is an important factor in creating the characteristics of a thematic park, and its visual and spatial features have the potential to affect public interest, leading to the creation of attachment relationships by visitors to the physical environment.
The Place Branding of Public Parks
Thematic parks have a similar function to other city parks; the theme of each park is the only concept that sets it apart. These themes represent a type of place branding that was created by the government for open spaces in Bandung. Place branding can be understood as the development of an identity that shapes a place, both geographically and culturally. According to Ref. [38] , the branding of a place can add to its appeal and make the public more aware of its location.
Brand image is the manifestation of the overall brand perception [39] . Destinations are treated as the brands of tourism, and destination image perceptions are often analyzed from the demand side viewpoint of tourists visiting the places [40] . Place branding is commonly understood as a general phenomenon involving marketing, branding, promotion, and regeneration of a particular city, region, or location [41] . Place branding can be defined as the planning and execution of the entire process of creating, maintaining, and developing the perception of a city by its potential customers and other stakeholders. Its aim is to influence the attitudes of customers, and it can benefit the development and growth of the city and focus on the value of the city as a whole [42] .
A park often becomes one of the signature attractions of a city and it can be used as a prime marketing tool to attract tourists, conventions, and businesses. Regional parks help to shape a city's identity and give residents pride in their city [43] . According to several studies, public parks can become a type of place branding. Ref. [44] carried out a three-facet evaluation of the brand potential of public parks in Hong Kong as a case study. This proposed triangular approach refers to the measurement of three key dimensions of the brand value of a particular resource (i.e., public parks in this case). The measurements indicate a positive attitude towards the brand among stakeholders, such as visitors and local residents. There is a high level of brand value and the resultant brand potential is also great. Ref. [45] shows how national parks have based their strategy on sustainability, and at the same time, they are contributing to sustainable development through environmental protection and biodiversity on ecologically sensitive sites. With good marketing and promotional strategies, the value of the brand destinations in Montenegro can be increased.
Visitors' Perceptions
The importance of places is what connects city branding to cultural geography. Characteristics of identity, differentiation, and personality can be managed to maximize equity and awareness. There is also a focus upon the ever-necessary consumer orientation. From the viewpoint of the end user, a place is seen in terms of the way one senses, understands, uses, and connects to the place [46] . These factors surround the concept and understanding of what perception means. In selecting a destination or park, visitors consider factors like the park's environment, facilities, rides, and location. Perception [47] is the way in which an individual gathers, processes, and interprets information from the environment. Ref. [48] stated that perceptions are the beliefs about what a consumer receives from goods or services.
Materials and Methods
Study Site
Bandung, the capital city of West Java, is a province of Indonesia and the country's third largest city. According to the 2015 census, it has a population of 2.5 million and an area of 167.45 km 2 . It has the vision to be a service city that is clean, prosperous, obedient, and friendly [49] . According to the 2011-2031 Regional Spatial Plan, the city of Bandung aims to be a green city in the future, where multiple park elements and green spaces are available. Efforts to meet the green open space goals require the building of neighboring parks, community housing parks, urban parks, sub-district parks, city parks, urban forests, green lanes, cemeteries, river banking, and railway lines. Thematic parks are needed to achieve the green city concept in Bandung. City branding involves the identification of brand attributes of a city in order for it to gain positive perceptions from many audiences [50] . One of the strategies used by the city government of Bandung is to revitalize the city parks by giving them themes, including names and icons that characterize each park. Thematic parks promote a theme or concept using certain characters, so that when people visit the park, they can capture a more specific impression of the park as well as appreciating its beauty [51] . Based on data from the Information Management and Documentation Officer in Bandung, there are 631 parks in the city of Bandung [52] . Figure 1 shows a map of the study sites. In this study, we considered 10 thematic parks and 15 non-thematic parks in 3 sub-districts in Bandung: Saumur Bandung District, Coblong district, and Bandung Wetan district. Detailed data on the thematic parks and non-thematic parks based in the study locations are shown in Tables 1 and 2 . In this study, we considered 10 thematic parks and 15 non-thematic parks in 3 sub-districts in Bandung: Saumur Bandung District, Coblong district, and Bandung Wetan district. Detailed data on the thematic parks and non-thematic parks based in the study locations are shown in Tables 1 and 2 . The goal of Musik Centrum Park is to provide a place for residents, especially the youth, to practice or perform music, art, and sport. Inklusi Park was developed for disabled people. Inklusi Park is a public facility that was built as part of the effort to reduce discrimination in the city of Bandung. This park is designed to provide a space for disabled individuals to move around and socialize, and it has become a place of healing therapy. 
Data Collection
For the first step, we collected all data from Google Maps. The extracted data from Google Maps were used to find the parks' locations. Figure 2 shows the how to find the Google Maps User reviews. Since 2015, Google has seen a more dramatic increase in the number of reviews left compared to other review platforms. Yelp, Facebook, and TripAdvisor have all seen increases in reviews, so this is a positive story for all of them, but Google is growing the fastest by far [53] . This study used an auto-operated web crawler to collect data from Google Maps. We collected reviews based on the names of the parks' locations on Google Maps and then retrieved all the review data from the users-both ratings and comments on the parks. We collected online reviews from thematic parks and non-thematic parks and used them to compare the extent to which each park is known by visitors and the effectiveness of each park's branding strategy. Online review data collection was conducted in August 2018. 
Text Analysis
Textual analysis is the method of communication that researchers use to describe and interpret the characteristics of recorded or visual messages. The framework of opinion mining of online reviews of thematic parks is shown in Figure 3 . The purpose of textual analysis is to describe the content, structure, and functions of the messages contained in text [54] . Text mining, a set of techniques used to discover knowledge and make predictions from text, allows the retrieval of information that is commonly associated with web documents and "text mining techniques are used in web search engines to extract the most relevant documents to the search query". The basic concept behind the retrieval of information is to measure similarity among words, phrases, sentences, and documents [55] [56] [57] . Data preprocessing is a critical stage in text mining that is used to transform the initial raw text into a clean dataset. The major steps involved in data preprocessing are word tokenization, stop-word removal, and stemming and lemmatization. Defining what a word means has long been a subject of debate in computational linguistics [58] . A common definition of a word is the smallest unit of meaning [59, 60] . By following this definition, the first step of text mining and natural language processing tasks is to segment the input text into linguistic units called tokens. This process is referred to as tokenization [61] . Stop-words are words that provide no information value from a text mining perspective. The main property of stop-words is that they occur extremely frequently. These words are dependent on natural language, and different languages have their own lists of stop-words. Stemming usually refers to a simple heuristic process that applies a set of rules to an input word in order to remove suffixes and prefixes and to obtain its stem. 
Term Frequency-Inverse Document Frequency
In this study, we used the Term Frequency-Inverse Documents Frequency (TF-IDF) method to determine the weight of each word. This is a method that is widely used in information search and text mining research. The value of these measurements are used judge the importance of certain terms in certain documents using a collection of several Term Frequency (TF) documents. TF is a value that indicates that certain words are often found in the document-the greater the value, the more important a word in the document is considered to be. Document Frequency (DF) refers to the frequency of use in document collections [62] , and the reciprocal number of this value is called the Inverse Document Frequency (IDF), which gives a weight for each word [63] . The IDF is a value that shows how frequently a particular word appears in a document collection. It is the logarithmically scaled inverse fraction of the documents that contain the word, which is obtained by dividing the total number of documents by the number of documents containing the term and then taking the logarithm of that quotient. Therefore, TF-IDF is a value that multiplies TF and IDF and is calculated as follows:
where TF is the frequency of a particular word in the documents; N is the total number of documents; DF is the number of documents containing a particular word; and IDF is the inverse of DF.
Results and Discussion
Comparison of Online Reviews of Thematic Parks and Non-Thematic Parks
We collected data from online reviews from users of Google maps based on the locations of the parks. Figure 4 shows a comparison of the total reviews of thematic parks and non-thematic parks.
The thematic concept provides a special attraction to visitors. The results of the study show that the thematic park concept has a significant impact on the familiarity of visitors with thematic parks compared to non-thematic parks. 
Google Maps
Term Frequency-Inverse Document Frequency
Results and Discussion
Comparison of Online Reviews of Thematic Parks and Non-Thematic Parks
Review Summary of Thematic Park Rating Distribution
Score ratings for local places are rated on a scale from 1 to 5 stars. By viewing the locations on Google Maps, we were able to see the Google score, top reviews, and the total number of reviews for each business. Figure 5 shows the review summary based on score ratings. 
Score ratings for local places are rated on a scale from 1 to 5 stars. By viewing the locations on Google Maps, we were able to see the Google score, top reviews, and the total number of reviews for each business. Figure 5 shows the review summary based on score ratings. The scores of the parks were represented by user ratings and a variety of other signals. Google's algorithm is designed to extrapolate or estimate the overall rating. The scores are as follows: 5 stars "excellent", 4 stars "very good", 3 stars "average", 2 stars "poor", and 1 star "terrible" [64] . In general, the score is determined from all user reviews, including reviews that only give stars and those with comments. In this research, we only used the review data with stars accompanied by comments. We calculated the score as a weighted average: (total point sum)/(number of voters). The rating distribution of the review summary shows that there are 10 thematic parks with very good ratings (average score: 4.1).
The Term Frequency-Inverse Document Frequency Results
The term frequency-inverse document frequency (TF-IDF) was used to index the significance of each term in a document set. For the online review data collection, we used the comments written by online reviewers. Documents from online review texts were processed to get the frequency of each term in the document. Figure 6 shows the term frequency distribution from 10 thematic parks. The term frequency is a numerical statistic that is intended to reflect how important a word is to a document in the corpus. The identification of the perceptions of reviewers can be calculated from the trends of the terms. Keywords and terms that occur in close proximity are represented as a force- The scores of the parks were represented by user ratings and a variety of other signals. Google's algorithm is designed to extrapolate or estimate the overall rating. The scores are as follows: 5 stars "excellent", 4 stars "very good", 3 stars "average", 2 stars "poor", and 1 star "terrible" [64] . In general, the score is determined from all user reviews, including reviews that only give stars and those with comments. In this research, we only used the review data with stars accompanied by comments. We calculated the score as a weighted average: (total point sum)/(number of voters). The rating distribution of the review summary shows that there are 10 thematic parks with very good ratings (average score: 4.1).
The term frequency-inverse document frequency (TF-IDF) was used to index the significance of each term in a document set. For the online review data collection, we used the comments written by online reviewers. Documents from online review texts were processed to get the frequency of each term in the document. Figure 6 shows the term frequency distribution from 10 thematic parks. The term frequency is a numerical statistic that is intended to reflect how important a word is to a document in the corpus. The identification of the perceptions of reviewers can be calculated from the trends of the terms. Keywords and terms that occur in close proximity are represented as a force-directed network graph, which is shown in Figure 7 . The term frequency of each document is shown (see Appendix A). Sustainability 2019, 11, x; doi: FOR PEER REVIEW www.mdpi.com/journal/sustainability directed network graph, which is shown in Figure 7 . The term frequency of each document is shown (see Appendix A). Sustainability 2019, 11, x; doi: FOR PEER REVIEW www.mdpi.com/journal/sustainability directed network graph, which is shown in Figure 7 . The term frequency of each document is shown (see Appendix A). The network graph shows keywords in blue with links to collocates in orange. This means that each term has a relationship with another term. The text in a particular field of discourse is organized into lexical patterns, which can be visualized as networks of words. Using the relationships among The network graph shows keywords in blue with links to collocates in orange. This means that each term has a relationship with another term. The text in a particular field of discourse is organized into lexical patterns, which can be visualized as networks of words. Using the relationships among frequency terms, we can summarize the text contained in the online reviews. A summary of the relationships between term keywords in the online review text documents is shown in Table 3 . Table 3 . Table of summarized keyword relationships from thematic park online reviews.
Thematic Parks Summary of Visitors' Perceptions
Superhero Park Superhero Park is a place or park that is described as good, suitable, and comfortable for children and families. It has a playground, superhero statues, and free Wi-Fi facilities.
Musik Centrum Park Musik Centrum Park is described as good, cool, nice, comfortable, shady, and suitable for children to play in. It is a musical community where people practice music.
Foto Park Foto Park is a place that is described as nice, good, comfortable, and suitable for families and kids. It has free Wi-Fi and a playground that can be used to play on and take photos.
Gesit Park Gesit Park is a good place that is described as nice, comfortable, small, and suitable for children. It has a playground and free Wi-Fi facilities. It is described as needing maintenance
Fitness Park Fitness Park is a place that is described as nice, with free Wi-Fi and gym equipment, that is shady and is good for sports and jogging.
Jomblo Park Jomblo Park is a good place that is described as nice, unique, and comfortable for young people and single people, with a space for skateboarding, but it is also crowded and noisy.
Film Park
Film Park is described as good, cool, nice, comfortable, and suitable for families, children, and the community. It has screen facilities for gathering and watching films or movies, and it has free Wi-Fi facilities.
Lansia Park Lansia Park is a park in Bandung city that is described as good, nice, comfortable, shady, clean, and beautiful. It is suitable for families, children, and for jogging and sports.
Pet Park Pet Park is a good place that is described as nice and comfortable. It is a suitable place for animal lovers to bring pets to and to gather in. It has free Wi-Fi.
Inklusi Park
Inklusi Park is a park in Bandung city that is described as cool, clean, and comfortable for families, children, and disabled people.
Conclusions
This study confirms that text mining of online reviews can be used to assess visitors' perceptions of thematic parks. We found that the development of thematic parks can be an effective place branding strategy for a city. The large different between the number of reviewers of thematic parks versus non-thematic parks is suggested to reflect the greater attraction of thematic parks. These reviews are likely to increase their popularity, leading to an increased number of visitors. This is definitely in line with the main function of city parks as public spaces and community activity centers. Moreover, the use of visitors' perceptions and reviews for assessing thematic urban parks shows great promise. These assessments provide an overview of the attractiveness of thematic parks and how they are known to the wider community as a type of place branding for the city of Bandung. The conclusion of the online review analysis using text mining is that thematic parks have a greater appeal than non-thematic parks. Thematic parks are better known to the public than non-thematic parks. Ratings from thematic parks were positive with an average rating score of 4.1, which indicates "very good". The term frequency-inverse document frequency (TF-IDF) score-based approach was utilized, and a score was calculated for each review. The summary of the relationships among terms illustrated that thematic parks fulfill the function of providing places for community gathering through particular themes. For example, Superhero Park highlights its function as a children's playground by using superhero statues as a characteristic or attraction of the park. The naming of parks according to their theme and uniqueness is a place branding strategy that influences visitors to share their experiences and perceptions via online reviews. These reviews can then be used as a reference for visitors who are considering visiting thematic parks. A good review and rating will have a major influence on promoting visitors to visit a particular thematic park. Though our research was carefully designed, the conclusions are still subject to some limitations that merit further research. The information provided in the paper is expected to be used as a reference for the development of thematic parks, especially in the city of Bandung. It can be utilized to design better parks based on the understanding of users' perceptions, and it can be used as a benchmark for similar projects. 
